Philip Morris USA 


Monthly Integrated Nielsen 


PM ALL OUTLET COMBINED PERFORMANCE 
MONTHLY INTEGRATED NIELSEN - FEB. 1994 


Total PM Marlboro Other PM Prem PM Discount PM Prvt Label PM Brd Disc 


Aug 93 

44.8 

26.2 

8.3 

10.3 

2.6 

7.7 

Sept 93 

44.3 

26.1 

8.6 

9.7 

2.1 

7.5 

Oct 93 

44.5 

26.4 

8.8 

9.3 

2.0 

7.3 

Nov 93 

45.1 

27.0 

8.9 

9.2 

1.9 

7.2 

Dec 93 

45.5 

27.4 

9.1 

9.0 

1.9 

7,2 

Jan 94 

45.1 

26.9 

9.2 

9.0 

1.7 

7.3 

Feb 94 

45.6 

27.3 

9.1 

9.2 

1,8 

7.4 


• PM posted a +0.42 point gam versus month-ago to 45.6%. its highest level to date. 

• MarlPoro 3 share advanced +0.4 points month-to-month to 27.3%. nearly matching its peak 
year-end 1993 level (27,35%). 

• PM's Other Premium Brands posted a -0.1 point decline versus month-go to 9.1%, with Merit 
accounting for the majority of this loss. 

• PM Discount's share increased +0.2 points versus January to 9.2%, with gains by Basic and 
PM PL partially offset by a loss to Cambridge. 

T8S9S9C2J0Z 


Source; https://www.industrydocuments.ucsf.edu/docs/pxpkOOOO 



Philip Morris USA 


Monthly Integrated Nielsen 


COMPETITIVE ALL OUTLET COMBINED PERFORMANCE 
MONTHLY INTEGRATED NIELSEN - FEB. 1994 


• RJR experienced its fifth monthiy share deciine in the last six periods, down -0.5 points versus 
month-ago and -2.8 points since August to 29.7%. Monarch accounted for the maiority of the 
comoany's month-to-month deciine, off -0.3 points, as free product deals are depleted in 
C-stores. 

• Winston’s share was relatively stable for the third consecutive month at 6.1 %, -1.9 points below 
its promotionally driven peak in September 1993. 

•Camel Filter’s share declined -0.1 points versus month-ago to 3.5%. 

• The Discount category was stable versus month-ago at 32.6%, with Branded Discount declines 
offset by Private Label gains, 

• American realized its second consecutive monthly share gam. advancing -i-O.f points versus 
January and +0.3 points since year-end to 6.2%, Its highest level since January 1992. 

• American benefited by gams from Private Label and promotionally supported Montciair. 




Source: https://www.industrydocuments.ucsf.edu/docs/pxpkOOOO 




NIELSEN MONTHLY DATA 
(Integrated Panel) 


COMPANY 

EM 

RJR 

B&W 

American 

Lorillard 

Liggett 




Base July 1993 

45.50 

31.87 

9.81 

5.50 

5.38 

1.82 




February 1994 

4LS5 

29.68 

m25 

6.17 

023. 

LSI 





0.05 

(2,19) 

0.44 

0.67 

0.90 

0.09 







Branded 

Private 






CATECORY 

Premium 

Discount 

Discount 

Label 






Base July 1993 

64.54 

35.31 

26.41 

8.90 






February 1994 

fiL33 

32is 


LfiZ 







2.79 

(2.76) 

(1.53) 

(1.23) 






MAJOR BRANDS 

Marlboro 

PM OPB 

Winston 

Select 

Camel 





Base July 1993 

26.63 

8.30 

6.10 

0.58 

3.89 





February 1994 


9.11 

6.14 

1.01 

4.13 






0.66 

0.81 

0.04 

0.43 

0.25 



' ' 


MAJOR BRANDS 

Nevtfport 

Koal 


Vantage 

Now 





Base July 1993 

3.17 

3.01 

3.91 

1.49 

0.68 





February 1994 


Ml 


1.44 

QM 






0.65 

0.10 

0.08 

(0.05) 

(0.01) 





BRANDEP PISCQUNTS 

gasi£ Cambrldag 

Alpine 

Doral 

Misty 

Montclair 

M.QnaEgri 

Best Value 

QEQ. 

Base July 1993 

4.95 

1.94 

0.44 

4.66 

0.83 

0.83 

2.43 

2.27 

4.13 

February 1994 

4.71 

IM 

ME 

4^ 

1.02 

IM 

EJE 

LEI 

LSS 


(0.24) 

(0.08) 

(0.02) 

(0.13) 

0.19 

0.22 

(0.31) 

(1.06) 

0.37 

ERIVATE LABEL 

PM 

RJR 

Ll<?ge» 

American 






Base July 1993 

2.75 

4.63 

0.97 

0.55 






February 1994 

1.78 

4.16 

0.91 

OSE 






S8S3S9EZ0Z 

(0.97) 

(0.47) 

(0.06) 

0.27 







NOTE: In the Integrated Nielsen panel, Premium plus Discount does not equal Total due to the inclusion of rni^ellaneous promotkMial volume. 



Source: https://www.industrydocuments.ucsf.edu/docs/pxpkOOOO 




PM POSTED A +0.4 POINT GAIN VERSUS MONTH AGO TO 45.6%, ITS HIGHEST 
LEVEL TO DATE, AS MONTH-TO^MONTH GAINS BY MARLBORO, BASIC AND PM PL 
OFFSET DECLINES BY PM OTHER PREMIUM. 

PHILIP MORRIS 
MONTHLY CONSUMER SHARE 


1MM SHARE 



98S3S9CZ02t 

Int Niel Book Mlhly Chart 1 




Source: https://www.industrydocuments.ucsf.edu/docs/pxpkOOOO 





MARLBORO ADVANCED +0.4 POINTS VERSUS MONTH-AGO TO 27.3%, NEARLY 
MATCHING ITS PEAK YEAR-END 1993 LEVEL (27.35%). 


MARLBORO 

MONTHLY CONSUMER SHARE 

1MM SHARE 



SOURCE: MONTHLY INTEGRATED NIELSEN 



Source: https://www.industrydocuments.ucsf.edu/docs/pxpkOOOO 





PM‘S OTHER PREMIUM BRANDS POSTED A -0.1 POINT DECLINE VERSUS MONTH-AGO 
TO 9.1%, WITH MERIT ACCOUNTING FOR THE MAJORITY OF THIS LOSS. 


OTHER PREMIUM BRANDS 
MONTHLY CONSUMER SHARE 

1MM SHARE 



Int Niel Book Mlhly Chart 3 



Source: https://www.industrydocuments.ucsf.edu/docs/pxpkOOOO 




PM’s DISCOUNT SHARE ADVANCED *0.2 POINTS VERSUS JANUARY TO 9.2%, WITH 
POSITIVE CONTRIBUTIONS BY BASIC AND PM PL’s PARTIALLY OFFSET BY A LOSS TO 
CAMBRIDGE. 


PM DISCOUNT 

MONTHLY CONSUMER SHARE 



SOURCE: MONTHLY INTEGRATED NIELSEN 

68S3S9C20Z 


Int Niel Book Mthly Chart 22 

. I““ 


Source: https://www.industrydocuments.ucsf.edu/docs/pxpkOOOO 







THE DISCOUNT CATEGORY'S SHARE WAS STABLE VERSUS MONTH-AGO AT 32.6%, WITH 
LOSSES BY BRANDED DISCOUNT PRODUCTS OFFSET BY PRIVATE LABEL GAINS. 


TOTAL DISCOUNT CATEGORY 
MONTHLY CONSUMER SHARE 


1MM SHARE 



06S3S9CZ02; 

Int Niel Book Mthly Chan 23 



Source: https://www.industrydocuments.ucsf.edu/docs/pxpkOOOO 








WINSTON'S SHARE WAS STABLE FOR THE THjRD CONSECUTIVE MONTH AT 6.1%. 


WINSTON 

MONTHLY CONSUMER SHARE 


1MM SHARE 



T6S3S9CZ0Z 


Int Niel BooK Mthly Chart 7 




Source: https://www.industrydocuments.ucsf.edu/docs/pxpkOOOO 









